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A S S E S S M E N T of "The Financial Executive's Role in Long-Range 
Planning" depends on a definition or description of the nature 
of long-range planning. Inspection of the function leads to an assess-
ment of the respective roles of the participants. As a point of depar-
ture, then, let us first consider the essential nature of all planning. 
NATURE OF PLANNING 
General Observation on Planning 
Planning is nothing more than determining a future course of 
action. The purpose of planning at all is to select from among alter-
natives the course of action that wil l produce the best result. What 
constitutes the best result depends on your objective. The constraints 
in a planning problem are the limitations in resources at hand or that 
realistically can be acquired—which are relatively ascertainable; and 
the uncertainties of the future economic environment—which require 
recourse to assumptions. The planning process itself calls for making 
decisions in step-by-step fashion and concludes with a statement of 
results in terms of volume of sales, dollars of profit, return on assets 
employed, and earnings per share. When the results of this process 
fail to meet objectives, decision-making can be re-cycled to see if an 
improvement can be achieved. In effect the planning process permits 
simulation of operations in advance. 
Success of any course of action selected through the planning 
process is rarely assured. What is assured is a narrowing of the areas 
of uncertainty, a greater probability that a proper course of action 
will be selected, and an ability to detect conditions that were not 
anticipated in time to modify effectively an original course of action. 
This then is the essence of planning: 
• Assessment of present position, strengths and weaknesses, and 
resources 
• Statement of objectives 
• Forecast of economic environment with accompanying as-
sumptions 
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• Identification of alternative courses of action and their selection 
• Quantification of the expected results of selected courses of 
action—first in operating and then in pro forma accounting 
terms 
• Evaluation of results and ire-cycling if called for. 
There is, of course, a time dimension in planning. The question 
is not only to determine what action is to be taken, but when it is to be 
taken and the time-lag between initiating action and producing a 
result. 
This planning process goes on all the time and is inherent in every-
thing we do. Every time we make a decision we assess our position 
and what we have or can obtain to work with; what we are trying 
to accomplish and what conditions are going to be; what different 
ways there are of going about it and whether the results are likely 
to be satisfactory. This type of consideration is inevitable, albeit 
intuitive, and of course some of us make better decisions than others. 
In business this reliance upon the intuitive planning and decision-
making of individuals is too haphazard and informal. It represents 
too great a risk. There may be no common understanding of objec-
tives and one man's objectives may not coincide with corporate 
objectives. One man's assessment of position, strengths, weaknesses, 
and resources may be better than another's. We have optimists and 
pessimists forecasting the economic environment and some have better 
data than others. One man may know of alternative courses of action 
another never heard of. And so it goes. 
When you stop and think about it, the major part of the chief 
executive's job, and of any manager or supervisor for that matter, is 
to deal with the factors in planning and to arbitrate them. Each 
subordinate is advocating his assessment of position and resources, 
his view of the objective, his forecast of the environment, and his 
choice of alternatives. A manager's day consists of presiding over 
an open hearing of his subordinates' views and making decisions 
regarding which views to accept, reject, or modify. Now, if the 
manager is primarily concerned with production his decisions are 
likely to be made in terms of production objectives, and if marketing 
is his field, marketing objectives will largely influence his judgment. 
It is only when alternative courses of action are decided at the chief-
executive level that corporate objectives are likely to be determining, 
yet it is obviously infeasible to expect all decisions to be made at 
the top. 
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Specific Types of Planning 
Practically every business has, of course, formalized the decision-
making process through planning in one degree or another. Most 
often this consists of specific plans for a specific purpose that deal 
with a limited range of subject matter. 
Cash forecasts are frequently prepared to predict amounts of cash 
surpluses and deficits so that excess funds may be invested or that 
borrowing can be anticipated. Banks generally want to see your 
forecast in order to assess the basis on which the borrowing decision 
was made. Most cash forecasts are not cash plans but merely a pro-
jection of historical cash flow to see where cash receipts and dis-
bursement lines cross and for how long and by how much. The con-
cern is generally to predict what is likely to happen rather than for 
what could be accomplished. 
Closely related to cash forecasts are plans for capital-asset retire-
ments and acquisitions. Probably the majority of companies have 
established formal or semi-formal plans for capital-asset actions 
through the sheer necessity of providing funds and the relative im-
portant impact of capital-asset decisions on operations. It is not 
typical, however, that all the ramifications of a capital-asset decision 
are run through a set of pro forma operating statements so that the 
total impact on profits is computed. Generally this is approached 
project by project. 
Following cash and capital assets the marketing area is typically 
subject to some form of planning. Some assumptions regarding sales 
volume are required for cash forecasting or production planning, but 
frequently marketing plans consist primarily of a forecast of sales 
trends. Further planning in the marketing area comes about through 
a need to establish quotas for sales compensation purposes or to 
evaluate market position and the direction that the main thrust of 
selling, advertising, and promotion actions should take. Usually 
sales planning, or at least forecasting, is the earliest area developed 
and is frequently the most advanced. 
Planning in the production area is generally undertaken to permit 
the more orderly procurement of long lead-time materials and com-
ponents and for production-scheduling purposes. It comes about as 
a practical production matter of getting the man, material, and ma-
chine together at the same time rather than planning for the sake of 
evaluating the profit impact of a given schedule. 
Research and development is also subjected to planning at an 
early stage. R. & D. planning is focused largely on projects in terms 
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defining the scope and anticipated benefits of a given effort and the 
amount of R. & D. resources and funds to be applied. The time 
factors as to when results will be produced and when they will affect 
profits are likely to be expressed in but general terms. 
Expense budgeting is perhaps the earliest form of planning and 
is generally applied throughout industry. Its initial purpose, and 
purpose in many companies today, is related to means for controlling 
—or perhaps a better term is "limiting"—expenses rather than to 
serve as one of the building blocks in planning profits. Manpower 
planning frequently accompanies expense budgeting, and building 
manning tables is often a first step in budget preparation. Full-blown 
manpower planning that sets out in detail the numbers and types of 
people to be required to staff present as well as new positions, to-
gether with the sources of these people (promotion or outside recruit-
ing), is not generally practiced today. 
Other types of planning that typically are employed relate to a 
specific one-time need and then they expire. A n example of this type 
of planning is for a merger or acquisition. Plans are laid for the 
search for possible candidates, for investigation, evaluation, and nego-
tiation, and then for implementing the merger or acquisition. Pro-
jections and analysis are undertaken and rearrangement of organi-
zation, facilities, policies, and procedures are laid out. The timetable 
generally only goes out to the point where operations are considered 
to be combined and on-line. Other one-time plans relate to launching 
a new product, opening a new territory, changing the channels of 
distribution and similar special events. 
There is no lack of planning activity today but typically it is of 
the special-purpose or fragmented type. Either circumstances require 
that some projection be made or there is a special and non-recurring 
event that is recognized as unusual and is therefore thought out and 
planned step by step. 
While all these activities may be a part of long-range planning 
they are not synonymous with long-range planning, but if a company 
has progressed this far it is on the way. 
PROFIT PLANNING 
Long-range planning is concerned with profits. The ultimate 
purpose is to evaluate a future course of action in terms of sales 
volume, profits, return on assets employed, and earnings per share. 
The various types of planning I have referred to bear upon these 
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factors but do not give a total answer or a basis for over-all control 
of operations. 
Profit Planning Structures 
The type of planning activity with the greatest momentum today 
is profit planning—developing a plan for profit for the year ahead. 
A good deal of confusion persists about what profit planning really 
is. Some say, "Oh yes we have profit planning" when in fact they 
have a forecast, or a budget, or a responsibility-accounting system, 
or a standard-cost system, or employ some other management tech-
nique. 
Profit planning includes all these things and more. A full profit-
planning program goes beyond the planning phase and includes a 
system for measuring results (accounting and statistical records) and 
a system of control reports. While there is much to be gained merely 
by the exercise and discipline of planning future actions, the more 
complete benefit comes from linking planning to a system of feed-
back that compares your position and performance to the plan. 
A profit-planning structure, or let us say—profit-planning and 
control structure—is not just a concept; it can actually be laid out 
in columnar form for all to see. 
Control areas and factors—The first step is to identify the sepa-
rate functions in a business and through analysis identify all the 
areas that need to be controlled and the factors in each area, necessary 
to a successful operation. Major control areas are such matters as 
sales, capacity and production level, costs of production, scheduling, 
procurement, and so on. Factors are such elements as sales by major 
customers, market areas, salesmen coverage; stock levels and pro-
duction and delivery lead-times; economic purchase and production 
quantities; and all the other elements requiring decisions and at-
tention. 
Few companies have made such an inventory of control areas and 
factors yet it is generally assumed that everything is being given 
attention. This assumption doesn't stand up when something happens 
that the boss doesn't like; he checks into it and finds that someone 
dropped the ball or no one knew who was supposed to look after the 
matter. A thorough inventory of control areas and factors is a big 
step toward solving this problem once and for all. 
Planning comes next. Here you consider what planning tech-
nique is to be applied to each area and factor and how the planning 
result wil l be expressed—a forecast, budget, standard, external index, 
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or what. The composite application of all these planning techniques 
must of course produce a total result that meets the planning ob-
jective. It is the application of these planning techniques that pro-
duces the numbers to which actual results wil l be compared in the 
reporting system. 
Accounting follows and this is better described as measurement 
or scorekeeping. Once control factors and the basis for planning have 
been prescribed it is relatively easy to decide what needs to be meas-
ured and accounted for to know where you stand. 
Reporting is the last column in the planning-and-control struc-
ture layout. Here is specified the content of the reports necessary 
to display the results of planning and later the comparison of actual 
and plan on each area and factor. Distribution of reports is generally 
also identified with an indication of responsibility for planning and 
controlling the item as well as other distribution for information 
purposes. 
So here is a planning and control matrix—control areas and 
factors down the side and planning, accounting or measuring, and 
report requirements and distribution across the page. Up to this 
point no planning has been done. Only the structure for planning and 
control has been built. Without it, profit planning can degenerate 
into a haphazard and ineffective process. 
Profit-Planning Process 
Development of the profit-planning structure is a prerequisite 
to the planning process itself. The planning process requires each 
person with the authority for making decisions on each control area 
to determine how he plans to operate during the year ahead. What 
are sales expected to be and what will be the program for obtaining 
them? how many salesmen doing what? how much advertising in 
what media for what products? what sales promotion? and so on. 
The same process is gone through in production, procurement, indus-
trial relations, and all the rest. Planning, in the first instance, is in 
operating terms—number of customers, by type; number of cases, 
square feet, tons or whatever measurement; number of calls, number 
of days supply, number of people—whatever are the conventional 
terms and units for each function. In due course these units and 
terms are reduced to dollars and used to produce pro forma operating 
and financial reports to get to the composite profit result. 
A truly effective profit-planning program requires rather broad 
participation. It is not something done for the managers of the several 
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functions and operating units but is done by these managers. In 
order to provide order in this process, however, there are other pre-
requisites in addition to having developed a profit-planning and 
control structure. These prerequisites are statements of corporate 
objectives and a set of planning premises. Corporate objectives for a 
period as short as one year ahead are not too difficult to specify. 
Objectives refer to such matters as an increase in the percentage of 
the market for some product; increase in sales to a particular cus-
tomer class; improved leveling of production and employment, or 
making production and labor costs more flexible; using inventories to 
level production activity, or reducing inventory investment and in-
creasing turnover. Other objectives refer to emphasis in product 
development, introduction of new products, and product improve-
ments. There is a whole range of subject matter in which a company 
may be able to state an objective or goal for the year ahead. 
Premises refer to the assumptions underlying planning. "What 
economic climate should be assumed in planning? What price and 
cost trend? What may competitors do, or the government? What 
new products or packaging or product improvements are expected to 
be available and when? What changes in labor rates or fringe bene-
fits should be assumed? 
A l l this is merely to point up that coordinated profit planning 
requires that the chief executive has the responsibility to state the 
corporate objectives and planning premises. Once this is done, the 
many managers and supervisors can better plan their operations, as 
all are focused on common objectives and base their plans on common 
premises. It is only in this manner that a corporate plan rather than 
a series of functional or divisional or departmental plans can be ex-
pected to result. We all know that the plan making life easiest for 
marketing may raise all hob with production, and many production 
people are reluctant to disrupt their operation to accommodate mar-
keting. Any business is fraught with conflicting objectives. Corpo-
rate success depends on achieving balance—not schedule performance 
regardless of cost, not cost performance regardless of quality, but a 
balance among cost, schedule, quality, and all the other factors. Bal-
ance can best be dealt with by specifying in advance what the plan-
ning premises are to be. 
Profit planning is in important respects more than a structure 
and set of procedures—it is a corporate way of life—a philosophy for 
running a business—and like the T formation or single wing, a way 
of playing the game. It is of paramount importance that this be 
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recognized by people at the top levels of a company if they expect 
success. This is not a matter of singular concern to financial officers, 
for a useful profit plan is not developed in the back room of the ac-
counting department. Rather, it is a programmed approach to de-
cision-making and for ordering the affairs of the business. Certain 
ground rules are imposed and certain types of action are off-limits. 
Unless all concerned are prepared to follow the approach laid out— 
to abide by the rules of the game, then a company is better off not 
to go to all the trouble. 
LONG-RANGE vs. SHORT-RANGE PLANNING 
I suppose a company could achieve a useful long-range planning 
program without first becoming proficient in special types of planning 
and then having progressed into a short-range profit-planning and 
control system. But this is not likely as long-range planning has the 
same essential characteristics as annual profit planning—it is largely 
a matter of degree—the process is essentially the same. Obviously 
the further out in the future you attempt to go the less precision can 
be achieved and the greater the uncertainty of the results. On the 
other hand, a longer planning period opens up possibilities that are 
not practical to consider in any short period ahead. 
Economic Environment 
A prerequisite to any plan is an assessment of the economic 
environment. In a short period a simple straight-line projection of 
past trends may suffice. In a longer period you need to become more 
of an economist in your point of view. 
Business managers must recognize the business cycle as an 
economic fact of life, learn to understand the effect of its several 
phases on the economy in general, on their own particular industry, 
and probable effect on their own company. A careful appraisal of 
the present position of the business cycle should tell within reasonable 
limits the degree of optimism or pessimism justified for business 
activity and should result in the company's earning a fair share of 
industry profits on the downswing as well as on the upswing. A n 
appraisal of prospects that is less than realistic is not likely to succeed. 
Industry Factors 
Having assessed the economic climate, the position and trend of 
the industry needs to be considered. Industry factors are obviously 
of more importance in long-range planning than in short-range plan-
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ning as shifts in industry positions generally take some time to de-
velop. Here you are concerned with identifying the basic forces at 
work and in predicting their effect. Government policies have a 
considerable effect—the amount and type of defense spending; anti-
trust policy, subsidy programs, welfare programs, and all the rest. 
Increasingly an assessment of industry factors requires consid-
eration of developments in other industries or perhaps re-definition 
of what constitutes an industry for this purpose. In many spheres 
in our economy the degree of interchangeability and substitution of 
products increases with advances in technology. Steel competes with 
aluminum, aluminum competes with glass and plastics, and so on to 
the point where the planner needs not only to look ahead but off to 
both sides and over his shoulder to determine realistically the area 
of the economy in which his company is operating. Companies are 
no longer in the coal or electricity or oil business but rather they are 
in the business of selling energy and it is this type of broad definition 
of industry that is most valid for the long-range planner. 
An imaginative definition of the type of business you are in opens 
up a broader spectrum of planning possibilities than any narrow view. 
I know a company that started out by developing and publishing 
psychological tests. Rather than concluding that they were in the 
psychological testing business or even the publishing business they 
decided that they were in the social science business. They defined 
their role as one of keeping abreast of developments throughout the 
social sciences and then through innovation and adaptation producing 
products and services that exploit the commercial possibilities in this 
field. Under this type of broad and conceptual definition of the area 
in which they operate they have ranged far and wide into many ven-
tures that would probably not have been recognized or considered 
under a more narrow definition of scope. 
Company Position and Trend 
When planning becomes long-range the assessment of the trends 
and position of the company becomes more important. In a longer 
planning period many of the "givens" in the short-range planning 
problem are open to question. By plotting and evaluating the com-
pany's trajectory the management can determine what strategies it 
might pursue that would improve results or decide to stop the world 
as they want to get off. This last point is not intended to be facetious 
as we see companies disposing of their facilities and products and 
converting to investment companies or making other rather startling 
changes in direction. 
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In long-range planning the evaluation of company position and 
assessment of strengths and weaknesses should deal with funda-
mentals. Such techniques as an A-B-C analysis should be applied— 
wherein product volumes and profit contributions are stratified to 
indicate what percentage of items yields what percentage of volume 
and profit. Where are the key products in their life cycles? Are the 
significant products on the ascendency, on a plateau or descendency? 
What will be the effect if the trends continue? This type of depth 
analysis may put a new perspective on the economics of the company 
and lead to decisions that call for some sharp changes from past 
practices. 
Company Objectives and Planning Premises 
Out of the assessments of economic conditions, industry and 
company position and trends comes a statement of company objectives 
and planning premises for the guidance of all those participating in 
a long-range planning effort. The ultimate objective is generally ex-
pressed in terms of volume, earnings, and return on investment, the 
same as in short-range planning. However, fundamental changes from 
the past may be called for by the premises. 
Long-range premises may deal with extensive new product devel-
opment, moves toward diversification or integration of operations, 
replacement or addition of major facilities, realignments of organi-
zation structure, major new financing or re-financing, and similar 
moves. Many of the cost, capacity, and other elements considered to 
be fixed in short-range planning become variables in the longer period. 
Considerations of strategy are dominant. 
One company with which I have dealt decided in their planning to 
change their whole basis of distribution. Rather than continue to rely on 
some 35 or 40 distributors and jobbers for national distribution, they 
determined that an increase in market share depended on their going 
direct to several thousand retail outlets. The implications of such a decision 
on planning and operations are enormous. Sales personnel recruiting and 
training, the whole credit problem, a need for an entirely different order-
processing and billing system, and all the rest are affected. 
We see companies in the data processing field with the vital strategic 
problem of when to introduce new systems that make largely obsolete their 
equipment already in the field. On the other hand we see the other com-
panies in the data processing field forced with the decision to re-engineer 
an entire line of systems to achieve compatibility with the programming 
and operating characteristics of the dominant suppliers. These E D P com-
panies also have the vital strategic decision of how to compete with the 
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leaders—whether to concentrate in special industries, specialize in hard-
ware, assault competition across the board, or take some other posture. 
Another company had always been in the business of producing capital 
goods for a particular industry. Perhaps they were too successful as their 
business attracted anti-trust action that seriously curtailed their opportunity 
in the traditional field. They entered into a 50-50 arrangement with a 
supplier of a plastic material whereby their equipment was used to process 
the partner's material into a finished product. Such a venture posed prob-
lems to both partners, as producing and marketing such a finished product 
was foreign to the experience of both companies; one was experienced in 
producing capital goods and the other in producing bulk materials. In 
assessing the future the capital-goods partner determined that what at first 
appeared like a logical solution to their problems was not sound for the 
long run, so they sold their 50 per cent interest to their plastic-materials 
partner. This left them with the problem of how to employ the proceeds 
from the sale—that is, whether to distribute to shareholders or to re-invest. 
They elected the re-investment route in an effort to move into fields not 
restricted by the anti-trust decree. This required a further assessment of 
alternatives. They could develop new products on their own—acquire 
companies with a particular line—or as they finally did, acquire a company 
that had already diversified into a variety of products. Each of these moves, 
of course, affected long-range plans and decisions of considerable signif-
icance. 
These few illustrations are furnished merely to show that the strategic 
possibilities in long-range planning are very real. When this matter is 
discussed with some people they feel that their company has been following 
a traditional pattern and that such strategic questions do not apply to them. 
Their traditional pattern may be in the trough of the wave and not on the 
crest and they will never know for sure until they take a hard look. The 
long-range planning process requires the very kind of introspective look 
they may need. 
Long-range planning entails essentially the same process as short-
range profit planning. The basic differences come in the stages of assessing 
the economic outlook, in analyzing industry and company position and 
trends, and in stating company objectives and planning premises. Here 
the planners need a strategic and offensive point of view and the courage 
to question fundamental aspects of a business. 
ROLES IN LONG-RANGE PLANNING 
I will admit that I have taken you on a circuitous journey before 
coming to grips with the major question—the financial executive's role in 
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long-range planning. Planning means so many different things to different 
people that no observations regarding role have much validity without some 
definition of the process. 
Participation is a key ingredient in sound planning—who are the 
participants and what is their role? 
First, the chief executive cannot delegate his responsibility for plan-
ning. In the last analysis it is his responsibility to accept the assessment 
of economic environment and approve company objectives and planning 
premises. In fact, the whole process of planning and control represents a 
philosophy for administering the affairs of the business and the head man 
either makes it or breaks it depending on his attitude. 
The many actual decisions required in the planning process are best 
made by the men with the best information and judgment on each subject. 
This implies full participation by those responsible for producing results. 
You do not hand the marketing or operating people a plan—you furnish 
them with objectives and premises and ask them for their plan. 
The whole planning process, however, requires someone to: 
Develop the plan for planning and to administer and coordinate the 
process; 
Provide historical and projected information that may be accounting 
in nature or relate to economic indicators, market research data, or indus-
try statistics; 
Reduce plans to accounting and financial statement terms so that 
over-all results can be assessed on the same basis as actual results will be 
reported later on; 
Participate in evaluating plans to test their reasonableness. 
The financial executive's minimum participation in long-range plan-
ning would be to function in providing historical accounting information 
and in reducing plans to pro forma financial and operating statements, as 
well as in providing a plan for his own departments. 
The financial executive's maximum participation would be to conceive, 
develop, and administer the entire planning effort as well as to serve as the 
devil's advocate in reviewing the plans of others. This is as far as he could 
go, for the financial executive can no more plan for others than the con-
troller can control for others. He can coordinate, measure, evaluate, and 
report, but the operating people must make the ultimate decisions. 
If the financial executive elects to grab the ball he is making a mistake 
if he fails to get the top man's unqualified support and participation. The 
recent N A A survey on planning makes this crystal clear when it reports 
that "in most of the companies interviewed, and among those whose prac-
tices are described in the literature, the long-range plan and the pressures 
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to put it into effect largely originated with top management. Usually a 
senior executive officer, either the Chairman of the Board, the President, or 
the Executive Vice-President, was both personally responsible for initiating 
the planning program and currently continues to be the dynamic driving 
force behind it." 1 It goes on to report, "in a minority of companies where 
long-range planning did not originate with top management but instead 
has been proposed and introduced by, say, the budget director or controller, 
the plan seemed to lack top-level support on the part of senior operating 
executives." The survey further disclosed that top support and partici-
pation are required not only at the start or as a one-time proposition but 
continuously. In other words, the top people must accept long-range plan-
ning as a corporate way of life. 
In some companies the financial executive is no doubt playing the 
maximum role described above. In others, he is not, and typically nowa-
days the ". . . usual procedure is to assign the planning function to a staff 
executive who reports either to the chief executive officer or to the execu-
tive vice-president. Generally he has the title of Manager (or vice-president, 
or director) of Planning and is assisted by a small headquarters staff of 
analysts and planners in directing and coordinating all planning activities 
on behalf of the Chief Executive Officer."1 Essentially this staff function 
is the catalyst to the whole planning undertaking. 
Obviously the planning-coördinating function must be so placed in the 
organization structure that it has an over-view of the entire company's 
affairs. Traditionally, the only position with such an over-view, other than 
the chief executive, was that of the controller. His position personified 
functional control. Now we have these new breeds—directors of planning, 
vice-presidents for information and planning, and the like. As planning 
functions are set up outside the financial officer's office, other elements of 
his traditional role also tend to gravitate away. He finds that management 
reporting, evaluation of operating results, and interpretations of the figures 
are being made by others. The financial officer tends to become a keeper 
of records and a supplier of numbers. Combine this with a tendency to 
set up information-services departments outside the financial executive's 
office having jurisdiction over data processing and the financial officer's job 
is being shaved down from two directions at once. 
Organization planning is as much an art as it is a science. The organi-
zational arrangement that works for one company may not work for another, 
for the human factor cannot be ignored. There is no such thing as asserting 
a right to a function—right really doesn't have much to do with it. 
If you look behind this whole trend of the planning-and-interpretation 
1 Long-Range Profit Planning, N A A survey, December 1964. 
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function being assigned to directors of planning, and data processing being 
assigned to vice-presidents for information services or administration, 
there are often some underlying common characteristics. 
The financial function has not been established and maintained as a 
positive contributor to company success. 
The general response to a new idea or request is, no—it can't be done, 
we don't have the time or the manpower. 
Controls, such as budgets, have been administered in a punitive 
manner. 
Past planning efforts sponsored by the financial department have failed 
to recognize the operating point of view. They have become paper-work 
exercises the operating man views as a chore he must perform as a pre-
requisite to getting on with the real job. 
There has been more concern for what the figures are than for what 
they mean. 
The financial man has never gotten his organization so organized or 
operating that he has the time required to initate planning and other inno-
vations. 
The operating people can never understand what the accountant does 
to his basic numbers after allocations, proratings, and the like. 
I could go on but perhaps I have made my point. There is nothing 
inherent in the staff function of planning that precludes the financial man 
from performing this role. In fact his traditional skills and experience 
would seem to give him the edge. There is nothing that will assure the 
financial man that he will get the nod when his president decides to formal-
ize the planning. In fact, the current picture indicates that the president 
will likely look somewhere else. 
In any event, the opportunity is largely ahead of us as there is as yet 
more talk than action in the field of long-range planning. The financial man 
who has constructively contributed in the specialized types of planning, who 
has developed his profit-planning and control system, and who has estab-
lished his rapport with the market researchers, engineers, operators, and 
all the rest, is in the best position to assert his leadership. 
